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We investigated the impact of Al and human recommendation services on consumers’ adoption intentions
in online shopping malls, depending on the product type (utilitarian vs. hedonic). In the case of utilitarian
products consumers use the Al recommendation service as much as the human recommendation services,
on the other hand, in the case of hedonic products they use the human recommendation services a lot
more. We tried to prove that self-referencing and social presence are psychological factors in the selection
process. In self-referencing, the mediating effect of Al was found for utilitarian products, but only human
mediation was found for hedonic products. In social presence, the mediating effect of human social presence
was found for hedonic products, but not for utilitarian products. A sequential mediation effect was found
between self-referencing and social presence in hedonic products, but only self-referencing mediated in
utilitarian products. Implications and future research directions are discussed based on these results.

Keyword: online recommendation service type, product type, self-referencing, social presence, adoption
intention
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amazon

Amazon Lex (AT)

amazon

Amazon Lex (AT)

Hello Al, I'm looking to buy new earphones.
Could you recommend a product for me?

Hello Al, I'm looking to buy new perfume. Could
you recommend a product for me?

hello! | would like to recommend earphones.
First, let's consider your location and living
environment. If you frequently use the subway
and listen to music in an environment with a lot
of surrounding noise, we can recommend
earphones with a noise canceling function that
effectively blocks out surrounding noise. These
earphones will help you listen to quality music
on the subway.

Additionally, considering the brand or model of
earphones you previously purchased, we may
recommend similar products of the brand or
model you already liked. For example, if you
previously purchased and liked earphones from
[SONY], we will recommend the latest model
from that brand. If you choose a brand you
already like, you will be able to purchase reliable
earphones.

[ ves, please doso

hello! Summer is approaching, and | would
like to recommend a perfume suitable for
summer. Considering your region and
season, we recommend a light citrus
perfume that will make you feel cool in the
hot summer. In Korea, this type of perfume
is loved by many people.

Additionally, we know your perfume
preferences. Considering the floral and
woody scents you previously liked, | would
like to recommend the latest perfume from
[Dior]. This perfume is a combination of
floral and woody scents, and | think it will
perfectly suit your taste. This
recommendation is based on your
previous choices, so please look forward to
it!

[ Yes. please do so

‘ Send Text
amazon

Amazon Lex

Hello, I'm looking to buy new earphones. Could you
recommend a product for me?

Hello! First, can you tell us about your lifestyle and
activities? For example, in what situations do you
usually use earphones?

| often take the subway to work, and | have to listen to
music or talk on the phone when | work.

| understand. Earphones with a noise-cancelling
function can be helpful when listening to music or
talking on the phone on the subway so that noise does
not disturb you. Earphones with a noise-cancelling
function block out surrounding noise. and provides a
better music listening and calling experience.

(MD)

I think | need those earphones. Also, I’ve used [SONY]
earphones before, and they were good. What are some
similar models from that brand?

Of course, we can recommend a variety of earphones
with noise-cancelling features among the [SONY]
models. If you already liked the brand's products, try
earphones with noise-cancelling features among the
brand's latest models. | recommend it. This will increase
your credibility when choosing a brand you already
know.

| Okay, let’s take a look at the latest model from [SONY].

Send Text
amazon

Amazon Lex

(MD)

Hello, I'm looking to buy new perfume. Could you
recommend a product for me?

Hello! In the summer, | like refreshing, light citrus or
ocean scents. Also, would you like a perfume that goes
well with summer vacations or picnics?

Okay, what kind of perfume is that?

Among the perfumes suitable for summer, there is one
that reminds me of a 'beach vacation.' This perfume

and will give you a refreshing feeling of summer. It also
has flowers and the sea that you already like. There are
also perfumes that combine scents.

captures the cool sea breeze and the scent of the beach,

Okay, I already use a perfume brand. Are there any.
similar perfumes from that brand?

Of course, | can recommend similar perfumes to you,
taking into account the brands you already love. How
about finding a summer scent among the other
perfumes from the brand you like?

Yes, please do so

‘ Send Text

(Figure 1)

A
&

M
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4 JEE9 A3
< AgPsioitt. AL
= 0.713, #Ap)1&=
Cronbach’s a

‘ Send Text

Fet @ 23 oA

H =2

0.7420|t}. AF-A o2 Ao EA Al

A

312 A7 Cronbach’s a= 0.721, A7 &=
Cronbach’s @ = 0.756, %2 % Cronbach’s «

0.73001H, Q1zte]

735 Ake]A A4 Cronbach’s

a= 0.692, A71&Z% Cronbach’s @ = 0.698,

T8 % Cronbach’s @ = 0.735°]t}.
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3.6 =4 Zut

A7 ol 94 AL -1, QIREEL, ASAE
AEAE 12 2sitt. 7H 12 A7) Sldl
95% A1 F3t, 5, OOOﬂ«] FEXEHY S 483
ol &4 —EF’E.(ANOVA) < AAeisitt. 21 23 (Table

2)9t ol F4 Mu|afge] FAI(F(1,779) =
30.859, p=.000) ¢k AlFF3 e FEIH(F(1,779)

26.056, p=.000)7} eyttt dsa-88aE 4
sk7] 9Jal Algulz ¥l a2 (One-way ANOVA-Planned
Contrast) & J&st3iet. 4 A3t #H2h4l (F(1,400)

=53.458, p=.00)9A AI(M=3.31, SD=.74)%}
AZH(M=3.84, SD=.70)¢] g #Fo]7} 9AAtt.
AEA(F(1,376)=.110, p=.74)°llx] AI(M=3.87,
SD=.65)% Q17H(M=3.90, SD=.65)9] 4%
= freg o7t it A8 avte] dae

=38.178, p=.000), =&AL a3(F(1,776) = (Figure 2)9F #Zon Az vlu+= (Table 3)
(Table 2) =32/ ANOVA
Source df SS MS F D
AFFH (1) 1 18.244 18.244 38.178 .000%**
A A 1 14.746 14.746 30.859 000™**
F3(2) ' ‘ ' ‘
(1) (2 1 12.451 12.451 26.056 .000%**
(001, **p (.05 *p (.10 : significant effect by 2way ANOVA, =.139
-
39
3.7
36
35
34
33
3.2
3
ElE o] HE8™
(Figure 2) & MH|A R HEFRY mE =39
(Table 3) F=2o=-Al=oi= H|w
. A -8
Variable Al oIzt Al o7k
Average 3.31 3.84 3.87 3.90
& F(1,400)=53.458, p=.00 F(1,376)=.110, p=.74
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22tel 8 Mula R0 28IXel HESS0 nlxls Fgo| B o7

1}t

I 2t} ol 7 1-1& AgEHAeH, M 1-2& T AMESte] #AE 95% AIE T3t 5,0003] €]
e

71281 FE~EYF S AL3to] (Figure 3)3 o] AA|
7V 22 AZso] A AEZSEW 2 AH) A sl
#90l e A7 A2 Aol g Lokus] U3 95%  FAAT (Table 6)3F o] F&UE A7) Fz2

A2 T3t 500089 FEAEHES A&l old A FH AHAREY FEHR(B=.015, p=.56)=
TAHEA (ANOVA) & At 1 23K Table 4) YERWA] ke, AlEF73 9 23 (B=.084,
o} o] A Mu|~frde] FEAF(1,779)=.331,  p=.00)¢ 4#EFH(B=-.059, p=.02)= Y4
p=.566) YEhAl Ut AFFEY FEFH BT A58 ETE A o T Au
(F(1,779)=.9.533, p=.002)% 454455 I3 2A|FEE 246 4% on (Effect=.170,
(F(l 776)=32.421, p=.00)= YElt}. Aoz p=.00), A&AY = FH AMu|x {33 2=

25 #4371 A8 Az ¥ 2 (One-way o] 24 37} velstth(Effect=-.139, p=.00).
ANOVA-Planned Contrast) & &ttt 4 TEAS TR FH MH| 2GS FEH
Az HSA(F(1,400)=17.490, p=.00)LH, (B=.134, p=.00), A71%=z9] F+87(B=.208,
AI(M = 3.53, SD = .90)Eth IZH(M = 3.87,  p=.00)7} ‘%E}kkﬂ}. ARA oz HFAY o (Effect
SD = .72) 2.2 A7|7z7k Aok veitom, A = 035) 7 ERe] 418770 (016, .059) = 3t
SA(F(1,376)=15.294, p=.00)¢] 4 AIM= HEIH7} veht s =l on, A8 o (Effect=
4.01, SD=.65)Et} QIZHM=3.73, SD=.72) 2.2 -.029) & 21571t (-.050, -.012) = 7t
A713429 Atol7h ATk Ag i x Hlwe (Table  HEZ7E Uehd sizisl ozt ol dgAielA <l
5et 2ot 2 o FEOEd] o G vizlon, AEAjdA

7Vd 28 HE37] Y3l SPSS Macro®] Model — AIVF 89 %o ¢ &S vt & 4 o},

(Table 4) Z7|&= ANOVA

Source df SS MS F p
AEFE (1) 1 5.516 5.516 9.533 .002**
32 AY 2

a8(9) 1 191 191 .331 .5h6

(1) (2 1 18.760 18.760 32.421 .000**

' (.001, **p (.05 *p (.10 : significant effect by 2way ANOVA, =.046

(Table 5) AP7|EZ=-A=ITh= vl

EiLS
) A 287
Variable Al o7t Al QA
3.53 3.87 4.01 3.73
Average
[(1,400)=17.490, p=.00 F(1,376)=15.294, p=.00

HYSHATL 533 ™3z 20244 62 771



2=k /A S

PN RS

-.155%*

.208**

Al/QIZt T8
134

5 (001, *p (.05 (.10
(Figure 3) X}7|&t=xo| oj7iE3t ATDs

(Table 6) A7|&= of7f=at

A7) 22
B t p
FA Mu 2/ (X1) 015 574 .56
AEFFE(X2) 084 3.087 .00
X1 x X2 -.155 -5.693 .00
FEE
B t p
4 Mu a3 134 5.381 .00
27 7% 208 6.494 .00
Effect Path 95%
Direct effect Xl =Y (.085, .184)
e X1 X2 > M =Y (016, .059)
el et X1 x X2 > M > Y (-.050, -.012]
Moderated mediation(#1%#%) -.101, -.034)

(
BE7F &,

m

Note: Hayes process model 7°] Z-&=%1aL, ], A& 7t
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2E}O|

249 A EFH(B=-.064)2] 418 F3te](-.101,
-.034] 0.2 Yetytt. ole AlEFfdel 24€ v
NE7t s A=, ©
2-2& A=A

7Hd 3& Asetldl 9, AFRDE 4 A
2Fg el mE A AAjgte] 2tolE dotr7] 9
3 95% AF 7t 5.0003)9 HEAEHH S A&

o2 T10

F2 M2 R0| 26Ixt2| HESS0) olxls FHo| Bt AT

= SO gl

(Table 8)2} 2t}
7Hd3E AS3dh7] 98l SPSS Macro9] &7
AHgste] B4 95% 418413k, 5,0008]9] FEX
E P A&at] (Figure 4)9 2ol A5k
447, (Table 9)9 o] F5HS AR A AA
ol 3 Au|2~f-3 e F83HB=.093, p=.00)
< vERken, AEREe] FE3HB=.009, p=.71)

3 o] AEAHEA (ANOVA) = AAIsATH. 1 23

(Table 7)3} 2o]

A M|~ Fa3HF(1,779)

=12.482, p=.00)2 Yelyton AFRI F1
FH(F(1,779)=.132, p=.71)= YJE}A] &3k
4324 a 3 (F =3.979, p=.049)7} }E}

Wtk oL anE 48] fa8 Agdx v
(One-way ANOVA-Planned Contrast)S %3

aicth. 1 A3 AR (F
g}, AI(M=3.67, SD =.83)Ht} 9
SD=.66)<] At314

(1,400) =

15.092, p=.00)

{HM=3.96,

ARzl 7 Yetgton, 4

A (F(1,376)=.1.205, p=.27)¢] 4+ ALl(M=

3.79, SD=.76)7} ¢

REE

Z(M=3.87, SD=.67)2%
AAgre] Ael7k fiaint. A= e

(Table 7) AlEA

& ek shgtth, AEREATHB

7k WEks

B=-.052, p=.04)
g R AL,

2 A

2783} A8 AT 245 tH Effect =145,

p=.00),

e x
TS 78 4E°ﬂ/‘1
. p=

AeAqdu, =2 M)A AlE A A

A8

2ol tHEffect=.040, p=.28),

0), AFlA

2 MH| A&

gel 2x3

AA)ze] FEIHB=.184,
UrE}MD}. AL (Effect=.026) 7t

HEF A7) (L010, .047)2 &I U
et wizfgl e, A& Lr (Effect=.0075) 4

gshe] 418 F3bol (-

006, .021)& ZHREI7} Y

eI gl e A ghie ol AAA <
) 814 Aol 8ol mel o 9gE vl

Az ANOVA

Source

df SS MS F p

AEFFE (1) 1 072 072 132 716
FA ARl 1 6.749 6.749 12.482 000"**

F4(2) : : : :
(1) (2 1 2.152 2.152 3.979 .049**
0 (.001, **p (.05 *p (.10 : significant effect by 2way ANOVA, =.046
(Table 8) AlE|E AXZ-AHIZCH=E b
) A -8

Variable Al kR Al ke

Average 3.67 3.96 3.79 3.87

F(1,400)=15.092, p=.00 F(1,376)=1.205, p=.27

zyst

AT w53 HM3E 202444 6%
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3 =px /A XY Az ® ARy
-.052** .184**
Al/QIZt FH+8o
271%*
**p(.001, **p<.05 'p (.10
(Figure 4) AlE|A Axjztel oj7fzn A72y
(Table 9) AE|A Alx{Zt of7f= o}
ARl E A
B t p
F2 AH| A58 (X1) .093 3.533 .00
AE7E (X2) .009 .363 71
X1 x X2 - 052 -1.994 04
T8o=
B t p
4 M=y 121 4.765 .00
ArEA A 184 5.379 .00
Effect Path 95%
Direct effect Xl —Y (.071, .171)
Indirect effect
(s124) X1 x X2 M—>Y (.010, .047)
Indirect effect
s X1 % X2 > M > Y (-.006, .021)
Moderated mediation(A&+8) -.044, .000]
Note: Hayes process model 7 ©] &= a1, g 14271 &4,
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22tol 3 Mol2 8ol 2u[xjel HESSol olxls Fol et o7

A4071**
A7E= AL H AT
170% AN 176%*
077** \~\\ 107
A/RAZt s ZE489E
219%* [ .044+*
*p(.001, *p(.05 "p(.10
(Figure b) Y X7 |&Z=-AlE|A ARZ =AHEo7iEn 72
(Table 10) 2R K7 |&Z=-Ats|H ARHZ S=AMEOfZE D
A B 2
B t p
FA4g 170 4.182 .00
ASlA ARzt
B t p
FA+E 077 2.260 .02
A7) 22 401 9.729 .00
FAFLE
B t p
FAHE 219 6.119 .00
A7 3z 107 2.266 .02
A8 A A2 176 3.412 .00
Effect Path 95%
Direct effect Xl —-Y (.149, .290)
Indirect effect X1 > Ml —>Y (-.002, .043)
Indirect effect Xl > M2—>Y (.001, .032)
Indirect effect X1 —>Ml > M2—>Y (.003, .024)

Note: Hayes process model 6 ©] 283,

HYSHATL 533 ™3z 20244 62

775



A7 1E=

M2 H A

-.139**

Al/elzt

***p(.001, *p(.05 "'p(.10

(Figure 6) &S A7|&Z-Al|H ARz

(Table 11) ST AP EZ-ASI ARZ 2AxopHE

AR dTRY

A7 3=
B t P
343 -.139 -3.910 .00
Abs A A2
B t p
FA5Y 127 4.254 .00
ARz 625 14.694 .00
FATEYE
B t p
FH49 027 (781 43
AN 2= 124 2.056 .04
AR A AR .031 539 .59
Effect Path 95%
Direct effect Xl —Y (-.041, .095)
Indirect effect X1 —>Ml—Y (-.038, -.001)
Indirect effect Xl —>M2—>Y (-.012, .020]
Indirect effect Xl > Ml >M2—>Y (-.015, .008)

Note: Hayes process model 6°] 2-&%.
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2efel FH MulA Fo| aH|Rte| HESFE0 n|xls Sl 2t o7

1 & 5 v}, 249w EF(Effect=-.0194) 9]
218 770] (-.006, .000) 2 YT} ol AlFH
gol 24H w7} itk dSE AT, ol 7t
A3-1& AEEen, 3-2 714+ A
74 A7 13z b A ARz 3 A 2
(Al vs 7ho] W& FE&2E o7 vilE A
Aeb7l 91l 95% Al T+7E, 5,0003]¢] FEXE
& A g3kl SPSS Macro2 Model 62 AH&-3}o]
(Figure 5), (Figure 6)3} #o] A3} t}.
A B4 A3} (Table 1003} 2o] E504 2}
7N&ZzAN FHFE(B=.170, p=.00))9 &
oAl et &5 ARl Y AAte] 7
* FAFE(B=.077. p=.00)9} A1F=(B=.401,
p=.00)= FHsA Jetstth mpA o R F&
A e gigh 24 A%, 4 ¥ i
FEI}(B=.219, p=.00)% A713=(B=.107,
p=.02), A& AAZHB=.176, p=.00)°]
SHAl LERtTE. Aol eAbA w7 Eae] 2R
I A FEF0] (003, .024) 07 FH AH|Afd e
2w = ATk, 1 AT 7 4-1L A E AT
247 ¥4 A3, (Table 11)3} o] 505 2}
NZ&zN FHFE(B=-.139, p=.00)% F&7}
7F frefstA vEebstTh 5 ASA Al 4
* FAFE(B=.127. p=.00)9} A1FZ(B=.625,
p=.00)= FolulsHAl Uelyith. npAEo R 450
T FEozd gt 24 A3, 4 AuafEe
ZFE3HB=.027, p=.43)7} fole vehtx] gt
o A1EE(B=.124, p=.04)= st ebst
om, Abg]A AAzte] A(B=.031, p=.59) %
Tt A JERA] Tt AEAldlA 244 w7l
B AR AlEaEel(-.015, 0082 4
Mul2fg o] A48T S wilEA] st

t}, 1 A3 44-2% 7124 E )

(]

HYSHATL 533 ™3z 20244 62
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st B4 A3} Longoni and

Cian(2022)ellA 284 75 Al 4 AMr|2=7}

A7 T4 M| 2Ho A5 &7t w4 v 279

g & Aol AeAY Af avAEe Al F
A

g3t 9= "t

°
ox
o=
mQL' o
=
X
e
1o
e
Ho
gg

7377t Bok, Al 3 Auj 2~

Qleitt, w3k AeAl=
ALl o] o gko] A F o] ol LS HA|
ol AlFe] ek g FHE 7H AT 4
B 27F A3slth(Castelo et al., 2019, Waytz
and Norton, 2014). ¥rd  A-&xje} gz A
(e, gAMe FF, dHEHE )&= &HAY
&} g gkl whet Depzith, ofd] whak AT 4 A
H|27h WHo]B1 & ARESt AlEFS 38t glov
AZF 3 A 2vbE 4HRe] BEA 84 A
QA5 A A FEote TAZF TS (Castelo
et al., 2019 , Waytz and Norton, 2014), 2A]
2 ARgE 2 Aol e A 3 Auj 2o 4
=7t o EA dehwnh g Az A4
ARzl wid 4EdS sithe Aoe F4 Al
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< WAE Ao glEint
A\ A 2wlAEe] A
o Az FEE 3T wgon,
QIZko] AlKT} 271327} B #7
FA o HAo|Y 7S wjA sl
Bl 7jgto 2 & AT F
Aol Bete] AYE & Qa, 2v)as
A9l JuE Ao FHa, pulAEe
e oie] A@e] & FeE B34S sl Uﬂ
(Yeomans et al., 2019; Dahl and Hoeffler,
2004). ol Aol A QIZF 32 AH| =9 2713
17} £l 9L U= A A 43

g7l A%

L.

=

-

HE ot
A8 ANIZE 5A ASADA 2 25
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Heo]E S HRe
1:} 13 | szz‘sl.
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AMu|27b AT 4 AR 2 B o B2
FAEs Bl AHAEY A HiE
ata, FHARl 2 F8ANE F ) o
o (Castelo et al., 2019) QA7+ F3 AH] 20| A
e o] $8-0 o FaFs A= HEN=S
AN 2} ALS A A A G| A wf ) Z e
735 1 AEA S (Coursaris and Van, 2016:
2021; Caro and Garcia, 2007)
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